From Crossing Culture to Transcending Culture —Sino-American Nation/State Cultures and International Branding by Cai Xin
学校编码：10384                        分类号      密级       








From Crossing Culture to Transcending Culture 
—Sino-American Nation/State Cultures and International 
Branding 
Cai  Xin  
指导教师姓名： 陈 培 爱 教 授 
专 业 名 称： 传 播 学 
论文提交日期： 2012 年   月 
论文答辩日期： 2012 年   月 
学位授予日期： 2012 年   月 
  
答辩委员会主席：           
评    阅    人：           























另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 




































































































































This dissertation is to analyze and expound how the “nation/state cultures” of 
China and America impact the international branding, focusing on American brands’ 
communication in China and Chinese brands’ communication in America.  Based on 
careful research，this study concludes that, in the process of cross-cultural branding, 
the biggest obstacle the brands face first might be the “nation/state culture”, which 
consists of the political culture(or “the culture of state”), the national culture(or “the 
culture of nation”), and the territorial culture(or “the culture of country”), and the 
dominant element is “the political culture ”, which can not only affect other elements 
of the “nation/state culture”, but also determine the fate of certain brand’s 
cross-cultural communication.  And the nationals are the receivers of the branding as 
well as the buyers of the branded products, so the effects of the national culture on 
branding can never be underestimated. 
Through the analysis of the elements and characteristics of the “nation/state 
cultures” of both China and America, the author of this study concludes that: either 
American brands’ communication in China, or Chinese brands’ promotion in America, 
is deeply influenced by the political, national and territorial cultures in the host 
country, and the impact of the political culture is often decisive, which might make 
those brands pay dear prices if they neglect or confront it.  In the meantime, the 
author points out that, the goal of any “cross-cultural branding” is to “transcend” the 
cultures, so in the backdrop of globalization, the cross-cultural branding must pay 
close attention to and tackle two important problems: the localization and 
internationalization of branding, and the relation between branding and universal 
values.  Finally, this study also tries to answer one heated question having been 
pondered by many people: Why does China lack world-renowned brands?  And the 















especially the political culture. 
Besides the introduction and the conclusion, this dissertation includes three parts, 
and nine chapters. 
The introduction first delineates the background and significance of choosing 
this study, then summarizes the status quo of related research, next points out the 
research methods and its theoretical bracings, involving comparative methods, 
cultural study, content analysis, high/low context theories, intertextual analytical 
theory, etc.  After that the author lists five characteristics of this study not usually 
found elsewhere:  analyzing the American and Chinese products promotion from the 
perspective of branding; putting the international branding in the context of  
“nation/state culture” for examining; proposing a concept called 
“transcending-cultural communication” based on the notion of “cross-cultural 
communication”; interpreting “Kung Fu Panda” from the biblical viewpoint and by 
using the intertextual theory.  In the end the author “desconstruct and construct” a 
few core conceptions used in this study: nation/state culture, branding, cross-cultural 
communication, “transcending-cultural communication”, etc. 
Part 1 involves Chapters 1, 2 and 3, which analyzes American products’ branding 
in China from the perspective of cross-cultural communication.  Chapter 1 mainly 
deals with the China nation/state culture’s three elements and its respective 
characteristics: the political, national and territorial cultures, and their possible effects 
on American brands’ communication in China.  Chapter 2 does two case studies 
involving Google and Nike, examining how they confront or adapt into China’s 
nation/state culture, and what consequences they obtain from their choices.  Chapter 
3 presents some thinking on American products’ branding in China from both macro- 
and micro-perspectives. 
Part 2 involves chapters 4, 5 and 6, and it investigates Chinese products’ 
branding in America, still from the cross-cultural viewpoint.  Chapter 4 mainly 















characteristics: political, national and territorial cultures, and how they impact 
Chinese products’ branding in America.  What differentiate Chinese products from 
American ones is that the former have to deal the image of the country from which 
they are made, so in Chapter 5 the author also investigates what is the image of China 
and the image of Chinese brands as a whole in the eyes of Americans, and then does 
two case studies on Huawei and Haier’s branding in America, from which we may 
gain some knowledge and insights on how American nation/state culture has impacted 
on Chinese branding in America.  And Chapter 6 does some reflection on how to 
improve China’s image and how to create big Chinese brand in the process of 
branding in America. 
Part 3 includes Chapter 7, 8 and 9, in which we adopts a new perspective, the 
so-called “transcending-cultural communication”.  Chapter 7 analyzes the 
localization and internationalization of branding against the backdrop of globalization, 
pointing out that international branding must follow the rules of localization while 
abiding by the international conventions and “languages”.  And Chapter 8 discusses 
the relationship between branding and universal values, emphasizing that these two 
must be compatible with each other.  Chapter 9 is based on the two previous chapters, 
and points out that in order to transcend the cultures, branding must balance 
localization and internationalization as well as harmonize its relationship with 
universal values, in addition to handle the problems of global poverty and 
environment.  After that, using the film “Kung Fu Panda” as a new try of 
transcending-cultural communication, and from the perspectives of intertextual theory 
and universal values, chapter 9 also gives it a unique and detailed interpretation, 
hoping it can shed some lights on how “cross-cultural communication” can transform 
into “transcending-cultural” communication. 
And the conclusion part looks back to the expounding and analysis of the whole 
article, and concludes that, as the dominant cultural element, political culture can play 















of national culture be underestimated, and in order to transcend the culture, the 
cross-cultural branding must balance the localization and internationalization, and 
both the brands and the branding must be compatible with the universal values, and 
finally it also answers why China lacks world-renowned brands so far. 
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